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[. Potential References of Interest 



A. Dialog 

15/5/3 (item 1 from file: 350) 

DIALOG(R)File 350: Derwent WPIX 

(c) 2012 Thomson Reuters. All rights reserved. 

0014740638 Drawing available 
WPI Acc no: 2005-088264/200510 

Related WPI Acc No: 2001-259351; 2005-540997; 2007-776696 
XRPX Acc No: N2005-076995 

Consumer e.g. business traveler, financial behavior predicting method, involves applying input 
transactions of consumers to each merchant segment predictive model to produce predicted 
behavior in each merchant segment 
Patent Assignee: FAIR ISAAC CORP (FAIR-N) 

Inventor: BLUME M; CAID W R; DUNNING T E; LAZARUS M A; PERANICH L S; RUSSELL G 

R; SITZE K L; VERNHES F 



Paieut Family { 1 patents, i couinries \ 



i Patent Number IKind 


Date i Application Number iKind 


Date lUpdateijTypei 


|US 6839682 |B1 


20050104 |US 1999306237 jA 


19990506 1200510 |b 




;|US 2006679022 :|a 


20001003 



Priority Applications (no., kind, date): US 1999306237 A 19990506; US 2000679022 A 20001003 
Alerting Abstract US Bl 

NOVFI TY - The method involves oMamuig o scl of; iput i-cin- tio is ior -iiii'i-plo con- i.mcrs wiVa 
rc--|M„Ll ic muStiple merchants, at d defnin^ cichc.':; '%c«ifi5CfUN i jr; > js-vvi -.od w rdi one 

ofu.t ocjiod merchant scgrnenis Iho ircin->\!.Mo •■s o'\ >o . ^ . o .> xM.ni lo l>\^1' ol sol .'S 
mo:c Lcint soj-moni Drcdioti^o n<cidol- b) a coi iputo ;o pi-N^ioo a j-'iodsotod bcbcivior i\\ oaoh ofa subset 
ol the racrchatu scgjncnts lor each cotisiuncr. 

DFSCRIPTION - i.ach model defines a prediction function between input uamactions m a past time 
mterval and financial behavior in a subsequent time interval. The merchant segments include an Internet 

bookstore and Internet merchant. INDEPENDENT CLAIMS are also included for the tbllowing: 

a. a system for predicting financial behavior of consumers 

b. a computer-readable medium comprising computer-readable code for predicting financial 
behavior of consumers. 

USE - Used for a merchant, retailer, advertiser and financial institution to predict financial behavior of a 
consumer e.g. business traveler and bargain shopper. 

ADVANTAGE - The method analyzes historical consumer financial behavior to accurately predict 
future spending behavior and likely responses to particular marketing efforts, in specifically identified 
data-driven industry segments. The consumers and merchants are represented in a common vector space. 
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such that morchani^ \vho arc siTriiiar io liv -^c^v -urnor c-.a K determined, c\en if the con-^iinicr has 

xiever purchased ^nmt il^cso nsoivlianis I \k pi.\i!Oi:\.-- :i;'.'i.J- j.ro speciilo So iiicrchcinS clu-lcr'^ 

that actually appear in ihc underlying spending dauj, -msicau r-\ arbiirriry classiilo.'iiions. ofniOrchants 
such as siauilarili/ed indusiry classificalion (SIC) classes. The method accuratciv s-eilects how the 
consume! s h:\\ e sncnS and will spend at the merchants, because the consumes spesidtrig data of those 
consiimu: \v ho actually purchased at the merchants in the merchant clusters is used. 
DESCR I PT ION OF DRAWINGS - The drawing shows an illustration of merchant vector 
representation. 

Title Terms /Index Temis/Addilional Words: CONSUME; BUSINESS; FINANCIAL; BEFIAVE; 
PREDICT; METHOD; APPLY; INPUT; TRANSACTION; MERCHANT; SEGMENT; MODEL; 
PRODUCE 

ECI..A: G06Q-()30/00A 

US Ckssificatlon, Current Main: 705-010000; Secondary: 705-014000, 705-026000, 706-006000 
US Classification, Issued: 7066, 70514, 70526, 70510 

File Segment: EPI; 
DWPI Class: TOl 

Manual Codes (EPI/S-X): T01-N01A2C; T01-S03 



16/3K/9 (Item 6 fxom file: 349) 

DIALOG(R)File 349: PCT FULLTEXT 

(c) 2012 WIPO/Thomson, All rights reserved. 

00871884 

SYSTEM AND METHOD FOR USING PSYCHOLOGICAL SIGNIFICANCE PATTERN 
INFORMATION FOR MATCHING WITH TARGET INFORMATION 

SYSTEME ET PROCEDE FAISANT APPEL A DES INFORMATIONS DE MODELES DE PORTEE 
PSYCHOLOGIQU^ POUR LES METTRE EN CORRESPONDANCE AVEC DES INFORMATIONS 
CIBLES 

Patent Applicant/Patent Assignee: 

• PROTIGEN INC 

Suite B, 525 Del Rey Avenue, Sunnyvale, CA 94085; US; US(Residence); US(Nationality); (For 
all designated states except: US) 

Patent Applicant/Inventor: 

• MASCARENHAS Desmond 

27223 Sherlock Road, Los Altos Hills, CA 94022; US; US(Residence}; US(Natioiiality); 
(Designated only for: US) 

Legal Representative: 
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• BASINSKI Erwln J(et al)(agent) 

Morrison & Foerster LLP, 425 Market Street, San Francisco, CA 94105-2482; US 







Number 


kind 


Dati 




WO 


:(!020^12 5 


1a2 


200201 I 7 


:AppliCcil;0! 


' XX O 


''OOH S4I26; 




200 i 0705 


Pr or Lcb 


"jus 


2000216469 




20000706 



De-slgnated States: (Protection type is "'Patent" unless otherwise •stated - fos apphc^MO ^•^ prior to 2004) 
M Af '\M, '\ f. Al A/ B \, BB. BO BR n\ B/ ( 'i ( \. ( O, CR i \ , CZ, DE, DK, 

DM,,)/ Fc.rr rs n oe, ud (jr,Gn,oM, hr, iii h.i\ is,;^Kr kp,kr,kz, 

1 { , I K, L I, LS, IJ LL, I A'', MA, Ml), M(i, MK. MK, M\\ , MX, M/, NO, TsZ, PI . P T, RO, RU, SD, 
SE. SG. SI, SK. SL, TJ, TM, TR, TT, TZ, UA. UG, US, UZ, VN, YU. ZA, ZW 

|EP) AI, BI , ( lA Y. PL DK f S. FL IR, CfB, OR, IL f I, I L, \U\ NIL, PT; SL; FR; 

[OA] Bi-.BJ CI- CO CI, CM, OA GN, GW , ML, MR, \L, SK, ID, PG, 

[AP] GH; GM; KE; LS; MW; MZ; SD; SL; SZ; TZ; UG; ZW; 

[EA] AM; AZ; BY; KG; KZ; MD; RU; TJ; TM; 

Claims: 

...methods and then use the results from such an analysis to assign the scoring matrix. The response of 

the user may be ignored in the calculation of the ...not show a factor analysis, Le., show a 0.40 
correlation coefficient or less, for example, to the desired characicristic, arc ignored in determining or 
calculating the significance pattem. The profiling program 1 84 (filustrated in Fig. 1) calculates the 
mean and standard deviation for all answers for each user and then nonnalizes the answers based on 
these two numbers, thereby expressing a set of responses as norinalized standard deviations. Each 
response is then multiplied by an appropriate factor, to generate an aggregate score set, representing 
the significance pattem. Each aggregate score set contains a score for each characteristic listed in Table 
1... ...aggregate score set is then further nonnalized by taking the aggregate score set of a suitable large 

number of users ( e.g., more than 75), cakalatieg a mean and standard deviation for each type of 
aggregate score for each characteristic, and then fiirther normalizing each user's score for that 
distribution... ...score table wherein the response to each question is assigned a w^eight (positive or 

negative) for each scale. Multiply weights by double-normalized data and add the results to get the 
user's aggregate score under 

each scale. 611 Nine scales (also known as "indexes") are currently used: 615, 617()J...one of the 
archetypes, for at least 95% of the population. 625 The correlations derived to each archetype determine 
that individual's personal style. Further algorithms relate this style assignment to actual probabilities of 
behavior or preference, as described hereunder. Pearson Correlation Coefricienflhe Pearson Correlation 
indicated above is described in... ...would be associated with low scores on the Y-axis. A correlation of 0 

means there is no linear relationship between the t^vo variables. The formula for Pearson's correlation 
talces on many fonns. A commonly used formula is shown below. The formula looks a bit 
complicated, but taken step by step as shown in the numerical example below, it is really quite 
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r X\ W Nt t an bcfs d-isoculcd with d specific dichclypc then s L on u la ui 
^!t->o(i^ \vo Iv J' I! fto ni ■> uso! di highlv hkcK io hd\e thaidctcnsUvs o 

IK i '^pt f <ntu^<3tinf7 soc-osA, Simpler looking formula can bo u cciii Ibc i ^'rl\^'^ i. > vo kcI 
nU iLu / %!vic /X (inverted excldmalion mark)s the sanable X co n v l>.vl Uo / 
nr\ci dsi uUv r vil "! nioan ol 0 and a sLaridard deviation ol I Nomiai J s i hi to sf-cinbo 
'r<nsi Ml G l<) •> il lvo\ a'i ispibi acms b\ the fo! niula z = PL k'-vboroX \ od 
O'vv] ! vU r !^ ik>'v I V i M t t 0 1 ! I. t J i ! uno^ p. ^ I v<v] !^ >. n ii <)s t 

nuanoi llicse vs orK >.li ^ ii n dl L I'nI of Ibc jiopiil ition 1 13''^ mdniduaK) ntrs 

idL.iL[icJ n ihu d \ . chst, 5 s ^t^^) l n ( o npo ! Us n ic^ 

togUbej dvtoi nl i< ! t>^ n si ^ i I or^ i. r i<- i\ 'he 

founoaiion ior lIk iccniil caiior oL aici ct>pes, for uuh oi tnese ».iUNicr tno axen go bL^iOb. ■>vo'"c 
calculated for all eleven trait variables. By simple pairw(mverted exclamation mark)se correlation, any 
jidAidu'il'b 1 1 -score set cm be compared to each addition, variations of the questions ci ^vpc- ol 
caos'ii^is rM\ be i„n ploNCC in the H vcr lon^^^i" ^ «i''!-^lfaios 'iie'i losol Mock ..i v os\i 
tiSStjtttil snasketiuj^ tasod or ibc user's s iic pattern bu iv. hrv | d ) r u 0^ Ik U'^vf 
e^'-s o iki k ^-^kn u i. ssi n" Ju Wobs c '"J r n^? Ik vOTvU i i d u \ ! U 

lecoiiP vli ! ^ on iboat the use- c\ iho i^^^d o) I v, c> i oi^n^ nu d lasu 

AK it s\,^5iui V s^.s LiK si<fr ][K .n^c pattejrs, i.K s^js 1! -\\ ^ tas^cri t i\ .o b^ 
shov» mg ads or Jie W eb page that oi the invcniion 3'l CLAIMS! CLAIM A compute Liip.emo.itcd 
method for matching a computer user with targetinfonnation compnsmg ... 



16/3K/16 (Item 13 from file: 349) 

DIALOG(R)Fiie 349: PCX FULLTEXT 

(c) 2012 WIPO/Thomson. All rights reserved. 

00813269 

AUTOMATIC MARKETING PROCESS 

PROCESSUS DE COMMERCIALISATION AUTOMATIQUE 

Patent Applicant/Patent Assignee: 

. COGIT CORPORATION 

Suite 200, 620 Folsom Street, San Francisco, CA 94107; US; US(Residence); US(Nationality) 

Inventor(s): 

• DYER Lounette M 

461 Second Street, #454, San Francisco, CA 94107; US 

• DICKINSON Joeatham G 

1 1 1 Heather Lane, Palo Alto, CA 94303; US 
» LANGLOIS Jeasi-Marc 

300 Westline Drive, #A313, Alameda, CA 94501; US 
« RIOS Gordon P 

2550 14th Avenue, San Francisco, CA 94127; US 
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Legal Representative: 



. LAURIE Ronald S(et al)(ageat) 

Skadden, Arps, Slate, Meagher & Fiom LLP, Suite 220, 525 University Avenue, Palo Alto, CA 
94301; US 





iCountry 


i Number ; 


Kind 


I Date :^ 


iPatent 


WO 


200146896 


M 


20010628 


Appiicatior! 


WO 


99LS307'>3 




19991220 




wo 


')QL S30791 




119991220: 



Designated States: (Protection l>'pe is "Patent" unless othervvdse stated - for applications prior to 2004) 
AL, AM, AT, AU, AZ, BA, BB, BG, BR, BY, CA, CH, CN, CU, CZ, DE, DK, EE, ES, FI, GB, GD, 
GE, GH, GM, HR, HU, ID, IL, IN, IS, JP, KE, KG, KP, KR, KZ, LC. LK, LR, LS, LT, LU, LV, MD, 
MG, MK, MN, MW, MX, NO, NZ, PL, PT, RO, RU, SD, SE, SG, SI, SK, SL, TJ, TM, TR, TT, UA, 
UG, UZ, VN, YU, ZW 

[EP] AT: BE; CH; CY; DE: DK; ES; FI; FR; GB; GR; IE; IT; LU; MC; NL; PT; SE; 
[OA] BF; BJ; CF; CG; CI; CM; GA; GN; GW; ML; MR; NE; SN; TD; TG; 
|AP| GH; GM; KE; LS; MW; SD; SL; SZ; TZ; UG; ZW; 
[EA] AM; AZ; BY; KG; KZ; MD; RU; TJ; TM; 
Claims: 

1 1. A computer-implemented method for automatically optimizing a marketing campaign, comprising 
the steps of(a) accessing a training database comprising a plurali ty of consumer records, each consumer 
record including at least one attribute and a predictive variable, said predictive variable pertaining to a 
consumer behavior;(b) segmenting said training database to create a mode! having a pMralltj' of 
segments, each segment comprising at least one of said consumer records, byanalyzing values of said at 
least one attribute;(c) for at least one of said segments, calculating a score predicting said consumerl 0 
behavior ; andl I fd) selecting target consumers from a prospect database using said model; for use in 
iteratively optlmizisig a marketing campaign, targeting said consumer behavior, in an automated 
fashion. 2 The method of claim I where said segmenting step includes recursively determining the best 
split, including deten-nining which attribute... 



B. Additional Resources Searched 
Google: See attached document. 
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11. Inventor Search Results from Dialog 



17/5/1 (Item 1 from file: 350) 

DIALOG(R)File 350: Derwent WPIX 

(c) 2012 Thomson Reuters. All rights reserved. 

0010857050 Drawing available 

WPI Acc no: 2001-475910/200151 

Related WPI Acc No: 2001-47591 1; 2001-638774 

XRPX Acc No: N2001-352250 

Method of improving performance of advertisements in interactive media by reading prior stage 
message state including cumulative number of trials and successes 

Palcnl Assignee: MfcYER C (MEYE-I); P ARAM ARK INC (PARA-N); PROD ENGINE INC (ENGI- 
N):G(sO(iLi'; iKCfGOOCi) 

Invcn!,or: LFKOFRMAX J S: RANKA S; WEISINGHR J: VvT.ISINGFR j R 



Paicnt Family ( 8 patents, 89 counlncs ) 



Patent Number 


Kind 


OaCe |Applicatton Number 


iKhuJ 


Date iUpdale iXype 


WO .?00i(US665 


|a1 : 


20010705 iWO 2000US35405 


lA 


200012271200151 IB 


AU 200126025 


A 


2001 0709 iAlJ 200126025 


|a 


20(!0] 227 1200164 |e 


US 7130808 \V 


200ol031 iUS 1999173689 


ip 


199^^12291200671 IE 




iUS 2000586387 


lA 


20000602 


US 20070050204 


Al 


20070301 Its 1999173689 


ip 


19^912291200718 IE 




US 2000586387 


lA 


120000602: 




iuS 2006589408 


|a 


I2OO6IO3O: 


US 7415423 


B2 : 


20080819 US 1<)0'M"36SO 




199012291200857 h 




iUS 2000586387 




I2OOOO6O2: 




US 20065 8940S 


|a 


(2006l'030; 


US 20080306810 Al 


2008121 I US 1999173689 




l''991229|260963 i 




US 2000586387 


[a 


[2;oooo602: 






US 20()65S9408 


1a 


C0061030 






lUS 2008193163 


[a"""" 


Uooioili 


US 775^741 


|B2 


20100713 iUS 1999173^89 




U'Wi220 201046 r 






iUS 2000586387 


|A 


|20000602: 








\ 


120061030: 






I S Nh')si-;.h',^ 


|A 


I2OO8O8I8: 


US 8086485 


Bi : 


^ ' i - . S 1 i-;„s-; 


Ip"" 


h 999 1220 1201203 |E 






US 20r:05S63s-' 




120000602: 






iUS 2{M)65894{)S 


iA 


|20061030; 
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:| 1 1 iUS 2008193163 


-\ 


|20080818 


I IS 2009541528 




I2069O8I4 



Priorily Apphccitions (no.., kind, dale): US 1999! 73s>>^9 P 19991 229; L'S 2000586387 A 20000602; US 
2006589408 A 20061030; US 2008193163 A 20080818: US 2009541528 A 20090814 

Alerting Abstract WO Al 

NOVELTY - Method consists in reading the prior stage message (web banner ad or e-mail) state which 
includes a cumulative number of trials and successes, reading message performance results, computing 
the current message state and generating the current message allocation. The current message is stored 
for the next iteration, the state vector for the total number of discounted cumulative clicks is read and 
stored, and a message allocation constraint relating to the minimum number of banners to be retained at 
any stage of the campaign is applied and stored. 

DESCRIPTION - There are INDEPENDENT CLAIM S for (1) a computer program, (2) a computer 
system. 

USE - Method is for optimizing the performance of banner ads presented on internet web sites. 
ADVANTAGE - Method enables an advertiser to display different banners etc. based on a time-of-day 
user web browsing profile which includes geographic location, demographic information etc., and 
automatically optimizes allocations for baimer ads. 

DESCRIPTION OF DRAWINGS - The figure shows a flow chart of the optimization procedure. 

Title Terms /Index Tenns/Additiona] Words: METHOD; IMPROVE; PERFORMANCE; 
ADVERTISE; INTERACT; MEDIUM; READ; PRIOR; STAGE; MESSAGE; STATE; 
CUMUL.ATIVE; NUMBER 
ECLA: G06Q~030/00A 

US Classification, Current Main: 705-010000, 705-014410, 705-014430; Secondai}'-: 705-007290, 
705-012000 , 705-014000, 705-011000, 705-027000 

US Classification, Issued: 705001000, 705010000, 705010000, 705012000, 705010000, 705012000, 

705014000 , 705010000, 705012000, 705014000, 705027000, 705011000, 705010000, 705011000, 

705012000, 705014000, 705027000 

File Segment: EPI; 

DWPlClass:T01;W01 

Manual Codes (EPI/S-X): TO 1 -JOS A 



17/3K/1 (Item 1 from file: 349) 

DIALOG(R)File 349: PCT FULLTEXT 

(c) 2012 WIPO./Thomson. All rights reserved. 

00815112 

SYSTEM, METHOD AND BUSINESS OPERATING MODEL OPTIMIZING THE 
PERFORMANCE OF ADVERTISEMENTS OR MESSAGES IN INTERACTIVE 
MEASURABLE MEDIUMS 

SYSTEME, PROCEDE ET MODELE D'OPERATION COMMERCIALE OPTIMISANT LES 
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PERFORMANCES DE MESSAGES PUBLICITAIRES OU DE MESSAGES DANS DES MEDIA 
MESURABLES INTERACTIFS 

Patent Applicant/Patent Assignee: 

• PARAMARK INC 

1270 Oakmead Parkway, #214, Suim>'vaie, CA 94086; US; US(Residence); US(Nationality) 

liivesitor(s): 

» SANU Siifikraiit 

18011 N.E. 109th Court, Redmond, WA 98052; US 

• RA.NK.4 Sanjay 

10119 S, BUmy Avenue, #G, Sunnyvale, CA 95014; US 

• WAGLE Yogesh 

565 Britton Avenite, #22, Sunnyvale, CA 94086; US 
. PEARSON Alan S 

720 N. 82nd Street, Seattle, WA 98103; US; 

• ...RANKA Sanjay 

Legal Representative: 

« ANANI AN R Mlchaei(et a!){agent) 

Flehr Hohbach T est Aibritton & Herbert LLP, 4 Embarcadero Center, Suite 3400, San Francisco, 
CA 94111-4187; US 



iCountry \ Number 


Kind 


Date 


iPatent IWO |200148666 


Al 


20010705 


Application WQ 2000US35408 




20001227; 


iPriorities lUS 199173689 




19991229: 


iUS 12000586393 




20000602; 



Designated States: (f'rolcclion type is "Patent" unless otherwise stated - for applications prior to 2004) 
AE, AL, AM, AT. AU, AZ. BA.'bB. BG. BR, BY. CA, Chi CN, CU, CZ, DE, DK, EE, ES, Fl, GB, 
GD, GE, GH, GM, HR, HU, ID, IL, IN, IS, JP, KE, KG, KP, KR, KZ, LC, LK, LR, LS, LT, LU, LV, 
MD, MG, MK, MN, MW, MX, NO, NZ, PL, PT. RO, RU, SO, SE, SG, SI, SK. SL, Tj, TM, TR, I'T, 
UA, UG, UZ, VN, YU, ZA, ZW 

[EPj AT; BE; CH; CY; DE; DK; ES; FI; FR; GB; GR; IE; IT; LU; MC; NL; PT; SE; TR; 

[OA] BF; BJ; CF; CG; CI: CM; GA; GN; GW; ML: MR; NE; SN: TD; TG; 
[API GH; GM; KE; LS; MW; MZ; SD; SL; SZ: TZ: UG; ZW; 
[EA] AM; AZ; BY; KG; KZ; MD; RU; TJ; TM; 
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Detailed Description: 

...placement dimensions so as to optimize the objective specified by the message provider, such as an 
advertiser. In addition, the inventive system and method gather user input and optimize for higher-level 
attributes that are more relevant to the advertiser. For instance, in a given situation, a banner ad may be 
viewed as consisting of three attributes. 



16/5/1 (Iteml from tile: 2} 

DIALOG(R)File 2: INSPEC 

(c) 2012 The lET, All rights resei-ved. 

12048165 

Title: Deriving low-level steering behaviors from trajectory data 

Author(s): Croitoru, A.^ 

Affillatlon(s): 

^ Dept. of Earth & Atmos. Sci., Univ. of Alberta, Edmonton, AB, Canada 
Em all ; croitoru@uaiberta.ca 
Inclusive Page Numbers: 583-90 
Publisher: IEEE, Piscataway, NJ 
Country of Publication: USA 
Publication Date: 2009 

Conference Title: 2009 IEEE International Conference on Data Mining Workshops (ICDMW 2009) 
Conference Date: 6 Dec. 2009 
Conference Location: Miami, PL, USA 

Editor(s): Saygin, Y, Yu, J.X. Kargupta, H. Wei Wang Ranka, S. Yu, P.S. Xindong Wu 
ISBN: 978-1-4244-5384-9 

U.S. Copyright C learance Center Code: 978-0-7695-3902-7/09/$26.00 
Item Identifier (DOI): -J li \v- o 

Language: English 

Document Type: Conference Paper (PA) 
Treatment: Theoretical or Mathematical (T) 

Abstract: Emergent behavior, such as flocks and swarms appears in numerous multi-agent systems in 
nature. Such behaviors emerge not through centralized high-level conlrol, but through low-level local 
interactions between each agent and its immediate environment. The understanding of individual local 
interactions between agents within a group is therefore essential for the understanding of emergent 
group behaviors. The focus of recent work has been primarily on developing tools for the detection and 
mining of group behaviors (e. g., spatiotemporal clusters), without offering the ability to link such 
behaviors to indi vidual agent behavior. Focusing on steering behaviors, this work aims to address this 
gap by developing a methodology for estimating agent steering behaviors that would explain the 
emergent group behavior observed in trajectory data. In particular, we present a particle swarm 
optimization-based Iracking scheme for deriving agent steering behaviors based on Reynolds' boids 
model. The paper formally outlines the low-level agent behavior derivation problem and discusses our 
proposed methodology. In addition, results from implementing our approach on real-world data are 
presented . {20 refs. ) 

Subfile(s): C (Computing & Control Engineering) 
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Descriptors: multi-agent systems; particle swami optimisation 

Identifiers: low level steering behavior; trajectory data; multi-agenl system; low level local 
interaction; individual local interaction; emergent group behavior; group behaviors mining; 
spatiotemporal cluster; Individual agent behavior; particle swarm optimization based tracking; 
Rejmolds boids model; low level agent behavior derivation problem 
Classification Codes: C1230 (Artificial intelligence); CI 180 (Optimisation techniques) 
INSPEC Update Issue: 2010-004 

Copyright: 2010, The Institution of Engineering and Technology 
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Text Sear ch Results from Dialog 
A. Patent Files, Abstract 

File 347: JAPIO Dec 1976-2012/ JAN (Updated 120427) 

File 350:Derwent WPIX 1363-2011/UD=201232 
(c) 2012 Thomson Reuters 

Set Items Description 

51 151244 (TARGET? OR PRQFIL? OR ENRICHED OR ENRICHING OR ENHANCED OR 
OPTIMIZ? OR OPTIMIS? OR IMPROV?) (5N) (VISITOR? ? OR INDIVIDUAL? ? OR PEOPLE OR 
PERSON? ? OR CUSTOMER? ? OR CONSUMER? ? OR USER? ? OR PATRON? ? OR CLIENT? ? OR 
CLIENTELE) 

52 3005 SI (5N) (LIFESTYLE? ? OR SOCIOECONOMIC? OR SOCIO () ECONOMIC? OR 
DEMOGRAPH? OR ATTRIBUT? OR HABIT? ? OR PATTERN? ? OR BEHAVIOR? ? OR BEHAVIOUR? ?) 

53 1191086 (MULTIPLE OR PLURAL? OR DIFFERENT OR SECOND OR SEVERAL OR ASSORTED 
OR TWO OR FIRST OR SECOND OR THIRD OR MANY OR RELATED OR DEPENDENT) (5N) (SEGMENT? 
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15/5/1 (Item 1 from file: 347) 
DIALOG(R)File 347: JAPIO 
(c) 2012 JPO & JAPIO. All rights resented. 



09537155 **Image available** 

INTERNET COMMUNICATION SERVER AND COMMUNITY RECOMMENDATION 
METHOD 



Pub. No.: 2008^242521 [IP 2008242521 A ] 

Published: October 09, 2008 (20081009) 

Inventor: IKEMIZU KENJI 

Applicant: FUJIFILM CORP 

AppHcatioii No.: 2007-077714 [JP 200777714] 

Filed: March, 23, 2007 (20070323) 



International Patent Class (v8 + Attributes) 

IPC + Level Value Position Status Version Action Source Office: 

G06Q-0050/00 A I F B 2Q060101 20080912 H JP 

G0 6F-0017/30 A I L B 20060101 20080912 H JP 

G06Q-0010/00 A I L B 20060101 20080912 H JP 

G06F-0013/00 A I L B 20060101 20080912 H JP 



ABSTRACT 



PROBLEM TO BE SOLVED: To eliminate trouble of retrieving a community by a user, and to 
recommend the community fit for liking and the taste of the user, in communication service. 

SOLUTION: A community attribute registration part 14 stores an attribute shovving a characteristic of 
the community in a community attribute management database 15. A user attribute registration part 12 
stores a profile of the user in a user attribute management database 13. A user/community relevance 
calculation part 16 acquires the community having the attribute according with profile information 
stored in the user attribute management database 1 3 irom the community attribute management 
database 15, and adds the acquired community to a recommendation list. An evaluation point is 
increased by +1 about the community acquired for a plurality of the attributes. Evaluation points of the 
recommendation list is displayed on a screen in decending order and the community is recommended to 
the user 2 1 . 



COPYRIGHT: (C)2009,JPO&INPIT 



15/5/4 (Item 2 from file: 350) 

DIALOG(R)File 350: Derwent WPIX 

(c) 2012 Thomson Reuters. All rights reserved. 

0013551230 Drawing available 
WPI Acc no: 2003-645155/200361 

XRPX Acc No: N2003-5 13239 
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Media presentation rating stream production metiiod hivolves combining rating information from 
mjiltiple users after determimng grouping of multiple users based on demographic data 
Patent Assignee: BAUM F (BALTVl-I); KNOmEDGE NETWORKS INC (KNOW-N) 
Inventor: BAUM F 



Patent Family ( 2 patents, 1 countries ) 


i Patent Number 


Kind Dale lApplication Number |Kind | Date jl'pdate iType 


iUS 20030105870 


|A1 120030605,118 2001997218 |A ^iioi 1 130 |20036i iB 


rS 7343-II7 


[b2 |20()803 i i [us 2001 9972 18 |A |20b 1 1 1 30 j200822 |E 



Priority Applications (no., kind, date): US 2001997218 A 20011130 



Alerting Abstract US Al 

NOVELTY - The demographic data including data for profile categories e.g. gender are obtained. A 
video and rating indication display indicating user's rating of video element are produced at client unit 
and the rating information received from user is iransniiticd to server through internet. 1 he profile 
categories are selected to detennine grouping of snultipie users, before combining rating niformation 
from multiple users. 

DESCRIPTION - An INDEPENDENT CLAIM is also included for media presentation rating stream 
production method, 

USE - For producing rating stream concerning media presentation such as presidential debates. 
ADVANTAGE - The rating information concerning a media presentation that more accurately reflects 
the opinions of public, by grouping the users based on the demographic data. 

DESCRIPTION OF DRAWINGS - The figure shows the media presentation rating stream production 

system. 

Title Terms /Index Terms/Additional Words: MEDIUM; PRESEN 1; RATING; STREAM:; 
PRODUCE; METHOD; COMBINATION; INFORMATION; MULTIPLE; USER; AFTER; 
DETERMINE; GROUP; BASED; DATA 

ECLA: G06Q-030/00A 

US Classification, Current Main: 709-228000; Secondaiy: 709--203000 
US Classification, Issued: 709203, 709228, 709228, 709229 
File Segment: EPI; 
DWPI Class: TO! 

Manual Codes (EPI/S-X): T01-N01A2; TOl-NOl A2C; T01-N02B2 



15/5/7 (Item 5 from file: 350) 

DIALOG(R)File 350: Denvent WPIX 

(c) 2012 Thomson Reuters, All rights reserved. 

0010942026 Drawing available 
WPI Acc no: 2001-564580/200163 
XRPX Acc No: N200 1-420273 
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User reaction predicting method for computer based marketing, involves selecting set of mentors 
from users and objective archetypes and pairing the users with mentors for predicting the not 
rated item rating 

Patent Assignee: GREENING D R (GREE-I); HEY J B (HEYJ-I) 
Inventor: GREENING D R; HEY J B 



Patent Family ( 1 patents, i countries ) 


i Patent Number i Kind i Date jApplication Number |Ivi«d 


Date ilipdate iType 


US 20010013009 M 20010809 US 1W47220 P 


19970520 1200 163 ,B 




19980519! 



Priority Applications (no., kind, date): US 199747220 P 19970520; US 199881264 A 19980519 
Alerting Abstract US A I 

NOVELTY - A rating representing the user reaction to tlie item, several objective archetypes (1 04), 
representing hypothelical user and associated item and rating representing hypothesized reaction are 
defined. A set of mentors (120) from the user group and from several objective archetypes is selected, 
based on similarity of rating of each user in group and each objecti ve archetype. Each mentor is paired 
successively with selected user and similarity function representing overall pair rating agreement is 
computed. The selected user rating for not rated items is predicted from similarity functions and mentor 
ratings of item. 

DESCRIPTION - An INDEPENDENT CLAIM is also included for user's reaction predicting system. 
USE - For computer based marketing of items such as movies, books, music, games, food, groceries, 
special interest chibs, chat groups, online forums, web sites and advertisis^g. 

ADVANTAGE - Archetype recommendation provides ability to predict user's response to new items 
and recommend new items to a user efficiently and accurately. Objective archetype rates ail items 
satisfying best rating criterion. 

DESCRIPTION OF DRAWINGS - The figure shows flow diagram of logical architecture of system and 
method for recommending items. 
104 Objective archetypes 

120 Mentors 

Title Terms /Index Temis/Additionai Words: USER; REACT; PREDICT; METHOD; COMPUTER; 
BASED; M ARKET; SELECT; SEF; OBjECl IVE; PAIR; RATE; HEM; RAI ING 
ECLA: G06Q-030/00A 

US Classification, Current Main: 705-007140; Secondary: 702-181000, 705-007290 

US Classlfieatioo, Issued: 70510, 702181 

File Segment: EPI; 
D VV PI Class: T01;T05 

Manual Codes (EPI/S-X): T01-J03; T01-J05A2; T05-F 



15/5/8 (Item 6 from file: 350) 

DIALOG(R)File 350: Derwent WPIX 

(c) 2012 Thomson Reuters. All rights reserved. 
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0010908725 Drawing available 
WPI Acc no: 2001-529791/200158 
Related WPI Acc No: 2003-789189 
XRPX Acc No: N2001-393227 

Data processing system for electronic commerce transaction, selects and executes interactive steps 
correspoMdlsig to selected presentation options 

Patent Assignee: XPlr:NSWlSE.COM INC (XPEN-N); XPENSEWISE.COM INC (XPEN-N) 
Inventor: ADDINGTON W; LITZOW S; RICE R 



Patent Family ( 4 patents, 92 countries ) 


Patent Number ; 


Kind 


Date ilAppiication Number 


Kind 


1 Date Update |T>pe 


WO 2001057616 


A2 i 


200 1 0809 jWO 2001 US3582 


|a 


boo ! 0202 boo 158 |b 


AU 200136642 \ 


A 


20010814 |aL1 '200136642 


|A 


[200 1 0202 poo 173 |E 




Bl \ 


20060704 US 2000180363 


IP 


|20()()0264 1200644 |e 






luS 2000203i83 


|P 


;:0000508 




iUS 20007 ]4S-53 


lA 


120001115 


WO20010576l6jA3 


20020307:|WO 2001US3582 


.A 


j206l0202i26l20i |E \ 



Priority Applications (no., kind, date): US 2000180363 P 20000204; US 2000203183 P 20000508; US 
2000714853 A 200011 15 

Alerting Abstract WO A2 

NOVELT Y - System controller selectively retrieves and compares vendor entered information with 
stored flexible representation of product definition in extensible transaction database, interactive script 
presents an option to select entry from either retrieved data, vendor entered information or to refine 
vendor entered information. Interactive scripts are selected and executed corresponding to the selected 
presentation functions. 

DESCRIPTION - INDEPENDENT CLAIMS are also included for the following: 

A. Method to compile the customer database; 

B. Method to facilitate electronic commerce 

USE - For electronic commerce transaction. 

AD VANTAGE - Maximizes efficiency of marketing process as vendors present offers only to likely 
customers. Eliminates expenses associated with advertising, marketing and stores front warehousing 
and supply. Focus groups and vendors are required to risk losses due to test marketing. 
DESCRIPTION OF DRAWINGS - The figure shows the data processing system marketed with natural 
partner, banking services. 

Title Terms /Tndex Temis,/Additional Words: DATA; PROCESS; SYSTEM; ELECTRONIC; 
TRANSACTION; SELECT; EXECUTE; INTERACT; STEP; CORRESPOND; PRESENT; OPTION 
ECLA: G06Q-030/00A 

US Classification, Issued: 705026000, 705014000 
File Segment: EPI; 
DWPI Class: TOl 
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Manual Codes (EPI/S-X): TOI-EOIB; TOI-EOIC; T01-F05A; T01-H07C5E; T01-J05A1; T01-J05A2; 
T01-J05B2; T01-J05B4 



B. Patent Files, Fuil-Text 
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515 55 SI 4 NOT AY>200j. 

516 46 S15 AND S8 

517 1 S7 AND S2 

DIALOG(R)File 348: EUROPEAN PATENTS 

(c) 2012 European Patent Office. All rights reserved. 

16/3K.'l (Item 1 from file: 348) 

02334521 

Method of and system for enabling brand-image communication between vendors and consumers 
Verfahren und System zur Ermoglichimg der Markenbilder-Kommunikation zwischen Handlem und 

Verbrauchem 

Procede et systeme pour activer une communication d'image de marque entre les vendeurs et les 
consommateurs 

Patent Assignee: 

. IPF, inc. (2541021} 

Soundview Plaza, 1266 East Mam Street; Stamford, CT 06902 (US) 
(Applicant designated States: all) 

Inventor: 

• Perliowsld, Tliomas J. 

10 Waldon Road; DarienConnecticut 06820; (US) 

Legal Representative: 

• Dunlop, Hugh Christopher et al (59552) 

R G C Jenkins & Co. 26 Caxton Street; London SWIH ORJ; (GB) 



ICouMtry ! iNumber 


ivhid i Date 
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iPriorities iUS 1441973 


119991117 
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119991122; 
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120000114 
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Designated States: 

AT; BE; CH; CY; DE; DK; ES; Fl; FR; GB; GR; IE; IT; LI; LU; MC; NL; PT; SE; TR 

Related Parent Numbers: Patent (App!katlon):EP 1616266 (EP 2000980530) 

Abstract Word Count: 199 

NOTE: Figure number on first page: 2B1 

Speclflcatioii: ...lechnolagy and consulting services necessary' to nm tiie promotions on clients' own 
Web sites, and offering direct mari^eting e-mail services using a database of customer profiles. 
Recently, two principally different methods have been proposed for providing product information to 
consumers over the Internet. 

<PATCIT ID=PCIT0001 DNUM=US5640193A> US Patent No... machines operated by retailers and 
manufacturers alike. The information sei-\'er supporting the central e-mail server 88 may also support an 
http sen'er and a suitable database interface to enable retailer and manufacturers alike to access the 
RDBMS 89A and RDBMS 89B over the Internet using XML, EDI, ftp or other... ...to its product 

inquires when using this e-mail CPl -related transport service. Having provided an overview of the 
functions of the e-mail CPI-related transport service of the present invention, it is appropriate at this 
juncture to briefly describe the primary Sanctions to be performed by central e-mail... algorithm 
parameter specifications. 

31 . (31) java.sql: Provides the JDBC package. 

32. (32) java,text: Provides classes and interfaces for handling text, dates, numbers and messages in a 
manner independent of natural languages. 

33. (33) java.util: Contains the collections framework, legacy collection classes, event model, date and 
time facilities, internationalization... 



16/3K/14 (Item 1 1 from tile: 349) 

DIALOG(R)File 349: PCI FULLTEXT 

(c) 2012 WlPO/Thomson. All rights reserved. 

00820471 

ELECTRONIC COMMERCE SER\^CES 

SERVICES DESTINES AU COMMERCE ELECTRONIQUE 

Patent Applicant/Patent Assignee: 

• ANGARA. E-COMMERCE SERVICES INC 

Suite 200, 1901 N. Shoreline Boulevard, Mountain View, CA 94043; US; US(Residence); 
US(Nationality) 
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• MAURER Michael J 

675 Greer Road, Palo Alto, CA 94303: US 
« BLEVINS Michael R 

220 Wabbit Way, Feiton, CA 95018; US 

Legal Representative: 

. VAN GIESON Edward A(et al)(agent) 

Fenwick & West LLP, Two Palo Alto Square, Palo Alto, CA 94306; US 



iCountry 


\ Number 


:Ki!id: Date i 


iPatent jWO 


1200154034 


Al 20010726 


lApplicationiWO 


|200 IUS 1862 


|2;ooioii9i 


i Priorities iUS 


12000177451 


120000121 


:fus 


12000626534 


1200007271 



Designated States: ( Protection type ts "Pcitent" unless othenvise stated - for applications prior to 2004) 
AE, AG, AL, AM, AT, AU, AZ, BA, BB, BG, BR, BY, BZ, CA, CH, CN, CR, CU, CZ, DE, DK, DM, 
DZ, EE, ES, FI, GB, GD, GE, GH, GM, HR, HU, ID, IL, IN, IS, JP, KE, KG, KP, KR, KZ, LC, LK, LR, 
LS, LT, LU, LV, MA, MD, MG, MK, MN, MW^ MX, MZ, NO, NZ, PL, PT, RO, RU, SD, SE, SG, SI, 
SK. SL. TJ, TM. TR. TT. TZ. UA. UG. UZ, VN, YU„ ZA. ZW 

|EFj AT; B£; CH; CV; DE; DK; BS; Fk FR; GB; GR: IE; IT; LU; MC; NL; PT; SE; TR; 
[OA] BF; BJ; CF; CG; CI; CM; GA; GN; GW^; ML; MR; NE; SN; TD; TG; 
[AP] GH; GM; KE; LS; MW; MZ; SD; SL; SZ; TZ; UG; ZW^; 
|EA] AM; AZ; BY; KG; KZ; MD; RU; TJ; TM; 
Detailed Description: 

...one set of demographic attributes for each identifiable browser in the demographic database; a 
marketing segment database coupled to the host server storing at least two preselected demographic 
market segments; and a decision engine coupled to the host server, the decision engine receiving an 
identification code stored in the visitor's computer and selecting one of the 
4 

at least two market segments as a ftinction of the attributes of the visitor's demographic profile. In a 
preferred embodiment, a visitor's metrics module is used to record click stream data as the visitor 
browses the custom content sei"v'ed by the chent server as a function of the selected market segment. 
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DIALOG(R)File 349: PCT FULLTEXT 

(c) 2012 WIPO/Thomson. All rights resen-ed. 

00818658 

A SYSTEM AND METHOD FOR PROVIDING A DISTRIBUTED MARKETING 

PRESENTATION 

SYS TEME ET PROCEDE PERMETTANT DE FOURNIR IJNE PRESENTATION COMMERCIALE 
DISTRIBUEE 

Patent Applicant/Patent Assignee: 

• ANNUNCIO SOFTWARE 

2440 West El Camino Real, Suite 300, Mountain View, CA 94040; US; US(Residence); 
US(Nationality) 

Inventor(s): 

• XI A Chun 

3003 Country Club Court, Palo Alio, CA 94344; US 

• LI Yufeng 

23 10 Alcalde Street, Santa Clara, CA 95054; US 

• BO Li 

898 Windmill Park Lane, Mountain View, CA 94043; US 
. ZHU Victor S 
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[EA] AM; AZ; BY; KG; KZ; MD; RU; TJ; TM; 

Claims: 

ametidmeiits 

A SYSTEM AND METHOD FOR PROVIDING A DISTRIBUTEDMARKETING 
PRESENT ATIONFIELD OF THE INVENTIONThe present invention relates to electronic commerce. 
In partictilar, thepresent invention relates to presenting information related to marketing for use \^ath a 
computer system. RELATED APPLICATIONSThis application claims priority to US Provisional 
Application Serial No.60/1 75,869 entitled A SYSTEM AND METHOD FOR PROVIDING 
AMARKETING PRESENTATION, filed January 12, 2000, which is hereinmcorporatcd by reference 
for all purposes. This application is related to US Application Serial No. 09/483,175 entitled ASYSTEM 
AND METHOD FOR PROVIDING A MARKETING PRESENTATION,filed January 13, 
2000.BACKGROUND OF THE INVENTIONAIthough a commercial presence over the Internet is 
becoming standard, it is 'II verv' expensive and requires software experts to create and maintai ialsti i in a 
commercwebsite. A typical scenario may require a marketls^g group to create and maintain a 
marketiMg presentation but the marketing people are iypically unable to directlylincorporate their 
presentation. It is typical for the marketing personnel to notify technical personnel who can then create 
a new website or update a current website according to the directions given by the marketing personnel. 
In doing so, the technical personnel typically hard codes the instructions. Accordingly, the marketing 
personnel is a step away from the final creative product. Due to the high cost and complexity of 
requiring a technical personnel to hard code each change to an existingweb page or to hard code a new- 
web page, the marketing personnel may bediscouraged from making regular changes to the web page. 
This reluctance to make regular changes to the offering may place the electronic commerce merchant at 
a disadvantage to a traditional competitor since, in a traditional store, daily specials, weekly specials, 
and seasonal campaigns such as Christmas gift advertising are commonly used. It would be desirable 
to allow non-technical personnel, such as a marketing person, to create and update a web page, such as 
a marketing web page. The present invention addresses such a need. SUMMARY OF THE 
INVENTIONAccording to an embodiment of the present invention, a web page can bedynamically 
created by a non-technical person. A technical person can set up a web page and incorporate marketing 
object containers. A non-technical person, such as a marketing person, then decides what marketing 
objects to put into the various marketing object containers. Style templates, marketing campaigns, and 
various items associated with the campaigns may be used to create or change the web page. According 
to an embodiment of the present invention, these marketing object2containers may be djTiamically 
associated with different marketing objects at different times. A xnethod according to an embodiment of 
the present invention for providing an electronic marketing presentation is presented. The method 
comprises renting out a marketing object container to a first party, wherein the marketing object 
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container is presented in a web page associated with a second part>'; selecting an attribute to be 
associated with the marketing object container, wherein the first party associates the attribute with the 
marketing object container; and sending the selected attribute to be automatically associated with the 
marketing object container. Another method according to an embodiment of the present invention 
forproviding an electronic marketing presentation is presented. The method comprises providing a 
marketiMg object container associated with a first party; associating the marketisig object container 
with a website, wherein the website is associated with a second party; and associating an attribute with 
the marketing object container, wherein the first party associates the attribute with the marketing 
object container. A system according to an embodiment of the present invention for providing an 
electronic marketing presentation is also presented. 



16/3K/24 (Item 21 irom file: 349) 

DIALOGCR)File 349: PCX FULLTEXT 

(c) 2012 WIPO/Thomson. All rights reserved. 

00787796 
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PROCEDE ET SYSTEME SERVANT A ETABLIR UN PROFILE D'UTILISATEUR INTERNET ET 
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Claims: 

...FIGURE 4 is a block diagram illustrating the client profiling component of the inventive system; 
FIGURE 5 is a block diagram illustrating the direct client communicationscomponent of the inventive 
system;FIGLTlE 6 is a screen shot of an exemplary pop-up advertisement inaccordance with the 
invention;FIGURE 7 is a block diagram illustrating the master server synchronizationcomponent of the 
inventive 8ystem;FIGURE 8 is a block diagram, illustrating the dynamic campaign manager ofthe 
inventive system;FIGURE 9 is a block diagram illustrating the data analysis system component of the 

inventive system,, FIGURE; 10 is a transfer from a ratings service to the inventive system. Detailed 

Description of Prefeixed EmbodimentsThe present invention is directed to a method and system for 
profiling Web users or clients based on their surfing habits and for selectively delivering content, e.g., 
advertising, to the users based on their profiles. FIGURE 1 illustrates a representative network in wNch 
the inventive system can be implemented. The network includes a plurality of client machines 10 
operated by various individual users. The client machines 10 connect to multiple servers 12 via a 
commuolcadoo channel 14, which is preferably the Intemel. It may, however, alternatively comprise an 
Intranet or odier known connections. In the case ofthe Internet, the... transmission control 
protocoL-'lnternet protocol (TCP/IP) request to the server identified in the link and receives the Web page 
in return. The inventive system profiles Web users based on their surfing habits and also selectively 
and intelligently delivers content such as advertising to users based on their profiles. FIGLUE 2 is a 
general oveiview of a preferred system architecture illustrating the interaction of the various system 
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user profile are combined to create an updated inferred user profile. One example of such an algorithm 
lb an algorithm that provides a weighted average of the exisimg user profile data and the dA\ gaiheied 
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demographic ana psvchographic profile of the user, the client profiling component -w L piefe:abl> 
parse through requested URL strings to search for keywords (e.g., kej'words that may have been entered 
into a particular search en... 
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Detailed Description: 

...are displayed. With reference to Figure l A, operation 12 includes indicia coding in order to provide a 
diagnostic presentation of a past, current, and'or desired web presence. By this method, redundant 
efforts and omissions among the components of a particular implementation of a web architecture 
framework may be efTectively conveyed.. .to business Each system is designed to meet the unique 
requirements of its users, and therefore benefits from a different mix of testing techniques. In many 
cases, designers find that the best starting point is to build and test low-fidelity prototypes. These are 
paper~and -pencil 1 5 versions of ..information from the legacy system into the syntax of the 
development tools repositoiy. The extent of the information 1 63 loaded into the repository is a fiisictlosi 
of the Information M odel of the development tool repository. Infori-nation that is not represented in the 
development tool repositor}" cannot be loaded into the... relevant source code is subsequently generated 
from these designs. The generation of DDL and DML is often hidden from the developer by using data 
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access functions or objects, provided by a large proportion of IDEs (e.g. MFC, JDK) Help text and 
module description generation (not usually provided by IDEs) analyzes... 
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The data base of applied behavior analysis consists largely of information gathered by obsers'ers 
whose direct observation is evaluated with one or more agreement formiilas. Recently this practice has 
been criticized on numerous fronts. In ihc raidsi of this debate, the problem of establishing accurate 
observational repertoires has been aknost completely ignored. This study is an attempt to help till this 
informational void. 

To do this, computerized interactive video was used in training 10-second part-inter\'al observation. 
Specifically, obser\'ers viewed lO-second segments of videotape depicting developmentally disabled 
adolescents in a prevocational training program. Targeted response occurrences were scored on a 
computer keyboard. Following incorrect scoring, observers were required to rescore the interval. If an 
error was made again, the computer presented a description of the target behavior missed, and the 
interval was viewed again but was not scored. 

Two independent variables, ihree-versus-seven target behaviors and maintenance-versus-non- 
maintenance training, were used. The three-target--behavior observers could score a maximum of six 
responses per interval because two target responses applied to one individual and one applied to four 
mdividisals. Observers scoring seven target behaviors could score a maximum of 16 target responses 
per interv'al. Each observer's maintenance phase began after his/her observ'ational acumen stabilized. In 
the maintenance condition, feedback was thinned from 100% of all intervals to 50%, from 50% to 20*Mj, 
and from 20% to 5.55%. A non-maintenance condition involved terminating all feedback at once rather 
than fading it out. 

Results indicated that accurate observational repertoires were established in both the three- and seven - 
target-behavior conditions. Average accuracy across all target behaviors was consistently more than 
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90%, and the lowest accuracy values obtained for most target responses met publication standards 
applied to agreement values. Agreement between observers in the same group indicated that 
approximately the same percentage of errors were made, although of a different type. This demonstrates 
an absence of observer drift. Obsei'vational accui'acy was not enhanced by the maintenance condition. A 
system for scoring videotapes was described that makes in vivo data collection obsolete in most cases. 
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Personal fmancial planning is a service that springs from the need for objective and centralized ad vice 
on a wide range of areas such as investments, insurance, money management, taxes, estate planning and 
others. A personal financial planner fi ts each one of those individual areas in to a well-balanced, 
integrated plan, after a comprehensive financial analysis is undertaken— guided by a family's goals, 
attitudes and objectives. 

The purposes of this study were (1) to identify characteristics which discriminate between households 
that are interested and those not interested in obtaining a personal financial plan; (2) to determine the 
relative importance of the various differentiating characteristics; (3) to develop demographic and life 
style profiles of coMSumers that reported an interest in obtaining a personal fmancial plan; (4) to relate 
several aspects of personal financial management and behavior to interest in obtaining a personal 
financial plan; (5) to assess the needs and viewpoints of consumers regarding personal financial 
planning; and (6) to determine how attitude towards personal financial planning is related to interest in 
obtaining this service. 

The data was collected by means of a questionnaire mailed to participants of the Arkansas Household 
Research Panel during the Fall, 1979. Various analjlical tools were utilized to analyze the data, 
including discriminant and factor analyses, t-tests, and Chi Square tests of independence. 

The major findings are briefly summarized as follows: the discriminant fissjctloo coiTectly classified 
68 percent of households into either of two groups: (1 ) those interested in obtaining a personal fmancial 
plan, and (2) those not interested. Attitude towards financial planning was the most important 
discriminating variable among the groups, with age being secoed, but negatively related to interest in 
financial planning. 

The typical head of household interested in obtaining a personal financial plan was found to be 25-35 
years old, well educated with at least a bachelor's degree, renting the home in which he/she lives, and 
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clients income, the more he/she should be charged lor a personal iuiancial pian. 

i-'mallv, it was determined that households interested m obtaining a personal financial plan have a 
more favorable attitude towards the concept of tlnancial planning than those who are not interested m 
this service. In conclusion, the findings should provide valuable information to assist the financial 
planning industry to identify prospective customers more easily. 
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ccllooun'^' d.\ . v'n o.g.Mi/a lo.ial bu>fng behavior Ironi complex du ision ru..<ir,<; ur, ts Cj > o i^so 1 j'- 
data m: (a) Developing behaviorally based "buyer oriented" industrial market segments; (b) Analyzing 
traditional "seller oriented" industrial market segments and developing behavioral profiles of them. 
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Organizational buying behavior data was collected from 319 companies which had recently made a 
major procurement of non-inteijigent data termiiials. Using a telephone "snowballing" technique, over 
2,000 decision participants were identified within the cooperating companies. 1,670 questionnaires were 
mailed to decision participants of which 663 were returned and usable (40%). Information was collected 
on 900 variables in cluding: (1) Decision specific variables such a size and amount of purchase, purchase 
histoiy, decision histoiy, etc. (2) Individual variables such as demographics, risk profile, 
innovativeness and perceived importance of 33 product attributes. (3) Interpersonal variables such as 
decision influence, veto power, and opinion leadership. (4) Organizational variables such as level and 
function. (5) Environmental variables such as industry, company size, and rate of growth. 

The data was collected under the direction of Rowland Moriarty by the National Analysts Division of 
Booz, Allen, and Hamilton. 

The implications of this research for marketing practitioners are as follows: (1) Industrial markets can 
be segmented on the basis of buying behavior similar to the approach used in many consumer markets. 
(2) This behaviorally-based approach to industrial market segmentation can provide the analytical 
foundation for making decisions on market selection, product policy, pricing policy, and promotional 
policy. (3) There are a wide varieiy of ways to segment a market. This research focused on two 
different methods of segmentation; ''buyer-oriented" segmentation and "seller-oriented" segmentation. 
It demonstrated the usefulness of organizational buying beha vior data to both approaches to market 
segmentation by: (a) developing buyer-oriented "benefit" segments based on how^ and why customers 
buy a product; and (b) pro viding a behavioral analysis of traditional, "seller-oriented" market segments. 
(4) Data on the complex phenomenon of organizational buying behavior can be collected in an effective 
cost efficient manner. This will permit both marketing academics and marketing practitioners to conduct 
broad-based research on how and why organizations make buying decisions. (5) It synthesized coriccpts 
from the diree areas of organizational buyer behavior, consumer behavior, and market segmenta tion. 
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